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Abstract
Is corporate giving to charity simply about increasing brand equity and awareness? Or might it be genuinely linked to the development of social benefit and approval in consumers’ minds? Is there an issue of altruism which can legitimately influence the entire range of social choices made by for profit organisations? In reality, is corporate philanthropy simply another form of advertising (Porter and Kramer, 2002) or a conscious redefinition of priorities in order to run a sustainable business whilst delivering social benefit at the same time?
Given the many corporate scandals of the last ten years, to say that companies must behave responsibly to the environment and the society in which they operate is something of an understatement. Under the name of Corporate Social Responsibility (CSR) (European Commission, 2001; Neal and Cochran, 2008; Perrini and Tencati, 2008) the spectrum of potential responses is huge and probably varies considerably from one company to another as well as between countries. Accordingly, the aim of this paper is to examine underlying rationale for, and effects of, corporate philanthropy as a new challenge in the field of CSR by making some comparisons between Italian and United Kingdom companies’ attitudes and practice. The paper seeks to go beyond the existing theoretical aspects of different types of CSR activities including philanthropy to improve our understanding through the analyses of Italian and UK companies’ declared policy and practice (UK Giving in numbers, 2010; UK Company Giving, 2011/2012; Impresa e Filantropia 3rd edition, 2009; L’impegno sociale delle aziende in Italia, 2010) by using annual quantitative and qualitative research on corporate giving, case histories and best (or worst) practices.  
The paper examines the new economic realities and the effects that possibly the most devastating financial crisis, since the Second World War, has had upon many major corporates’ way of conducting business. New expectations on businesses (Dahlsrud, 2008) from a wider range of stakeholders (Freeman and Phillips, 2002; Parmigiani, 2010) have in turn forced companies to rethink the relations that they build with their respective communities (Kuepfer and Papula, 2010; Freeman et al., 2004). They are now constantly pushed to reconsider their positioning, their activities, their operational and strategic goals as well as their core brand values, in order to become (or at least to be seen to be) far more responsible actors within the entire society.
On one hand markets are at best stagnant, companies are losing market share, their sales of products and services may be decreasing with a direct impact on revenue and profit as consequence. On the other hand the expectations from the communities in which they are based are progressively increasing with the aspiration of obtaining from companies’ themselves a contribution, something more valuable, than previously, for the community itself. For example we are witnessing an unprecedented mushrooming of peaceful “anti-capitalist demonstrations mushrooming” across America and Europe.
This is directly connected to the stakeholder theory which now includes not only who is directly interested and involved in companies’ activities such as customers, suppliers, employees, stockholders and governments, but also takes into consideration everyone who could influence or may be influenced by the companies’ way of operating – that is, the community, which can represent all the different interests and pressures companies might face. Accordingly, businesses are required to shift to a more responsible and sustainable way of operating in order to satisfy new stakeholders’ requirement linked to the society wellbeing (Macleod, 2001; Mohr et al, 2001).
This paper examines the question whether such concepts including environmental care, ethics, focus on human well-being and human, economic sustainability and corporate philanthropy (commonly seen by corporates as CSR) are becoming part of the core business of those companies aiming to compete globally with greater success? Maple’s Spectrum of Philanthropy (2008) will, in particular, be examined for its contribution to the debate.
There are, after all, many ways to implement and develop an effective CSR programme: from the implementation of standards and norms which are necessary to demonstrate active participation; through to programmes for enhancing quality, environmental issues, occupational safety and health conditions and the establishment of closer relations with the non-profit world itself. Corporate Social Commitment concerns the convergence between profits and non-profits in specific fields of both social and business relevance. These represent a model of proactive corporate behaviour that may be intended to develop and support genuine social activities aimed at enhancing the very markets and communities they need to.

It is here then, that the magic or myth of corporate philanthropy takes shape and some answers will be postulated. Speaking of cause related marketing (BITC, 2004), sponsorships, funding for specific projects or simply cash donations – entirely connected to the corporate image (Adkins, 2005) – does not make the difference. One of the hardest strategies for a company is to justify, is one where the intangible benefits of genuine altruism cannot be monetized. 


1.	Corporate Social Responsibility and Philanthropy 

The concepts of responsibility, ethics and philanthropy were born out of the pontification of the earliest philosophers. Regardless of the historical period, the will to drive any kind of society towards wellbeing has always pushed people to care about the environment and resources, to set up moral and ethical codes of behaviour and align themselves with them. Generally speaking, what people expect in return is connected to the improvement within the society in which they are living and reflects something of reciprocity (Maple, 2008), which implies chances to obtain something in return for the help given. 
Accordingly responsibility, ethics and philanthropy relate directly to individual morality as an implicit set of behaviours coming from, and addressed to, people. 
In the last three decades, these concepts have become more of the corporate culture, since they have realized the importance of playing a role as good citizens in society (Carrol, 1991).
On one hand, if the true nature of a company is though of as if a real legal person (Robins, 2005), it would be obvious that the same ethos and concerns about society’s wellbeing are reflected in corporates as entities, made up of individuals.
On the other hand, companies are primarily driven by their own specific objectives such as profit maximization and increasing revenues and profits which – in some cases – have been achieved through less ethical behaviour and without considering the consequences that their activities would have on the environment and community. As a result, responsibility and philanthropy need to be analyzed from various points of view when it comes to the corporate world.
In particular, to what extent are these concepts really belonging to individuals running the company and regarded to as pure altruism (Maple, 2008)? Or, are they just “an intellectual sloppy and trendy diversion from rigorous economic and institutional analysis” (Robins, 2005)? Do they actually aim at improving society wellbeing or are they addressed to help differentiate corporate image strategically and obtain competitive advantages (Porter and Kramer, 2002) in order to accomplish the only mission that every company strives for: maximizing the profit (Friedman, 1970)?  
This dilemma will be examined both from the literature and the empirical evidence, with several different possible responses, throughout the paper. Examination of the empirical analysis on the corporate philanthropic attitude in the context of United Kingdom and Italy regarding particularly grocery and financial sectors will be contrasted with the theoretical assumptions.
Firstly, in order to understand more appropriately how this philanthropic attitude takes shape in corporates’ activities, a general framework of Corporate Social Responsibility (CSR) including the main reasons driving companies to adopt it will be given.   
The development and the range of meanings and implications of Corporate Social Responsibility are linked to the wider range of societal, economic and environmental changes and challenges happening all over the developed world. Talking about CSR requires first of all mention of some of the critical factors or phenomena which have been affecting attitudes and actions of individuals, corporates, communities and governments over the last three decades.
Generally speaking, the process of globalization has had a huge impact concerning corporates’ structure, operational spheres and issues for them to face. “The context in which business operates is changing at an increasingly rapid pace. New stakeholders and different national legislations​[1]​ are putting new expectations on business and altering how the social, environmental and economic impacts should be optimally balanced in decision making” (Dahlsrud, 2008).
Corporates are the very protagonists of the globalization process, both because they are affected by its consequences and because they themselves have contributed to the expansion and development of the process. 
In particular, the wild and often unregulated desire for growth has pushed some companies to exploit resources all over the world and has become one of the most relevant contributors to the current energy and environmental crises (Parmigiani, 2010). One of the main features of globalization is to accelerate the economic and social processes; indeed it has contributed to greatly increase the effects of the most devastating economic and financial crisis since the Second World War. 
As a consequence, like a domino effect, market shock and the economic downfall starting in 2008 are pushing the largest Western countries one by one – and the developing ones dependent on them – towards an even more severe period of recession (ILO and International Institute for Labour Studies, 2009). Moreover, the shortening of product lifecycles (Sääksvuori and Immonen, 2008) and the excessive competition in some markets (Perrini and Tencati, 2008) imposes a greater pressure on innovation which may be seen as a key to economic recovery and employment development (Business Europe, 2010) and a way of serving new potential clients previously unable to access other types of products or services (Johnson, 2010).
Another relevant characterization of globalization is connected to the faster development of information and communications technology which, in turn, has a great impact on consumers’ behaviour and public opinion (Perrini and Tencati, 2010). At the same time, as “public scrutiny, governmental regulation and customer expectations intensify” corporates are asked to be more transparent and accountable (Lubin and Esty, 2010). As a part of the evolutionary process of human interaction (Tanahashi, 2010) globalization contributes to increases in the range of traditional stakeholders’ involvement and the emergence of new ones. Accordingly, business should act and react for more than just legal requirements and ethical expectations of shareholders, employees, suppliers and customers (Robins, 2005). Thus traditional rules of finance and business need to be reviewed according to the mounting pressures of individuals involved in and affected by companies’ decisions and activities (Kuepfer and Papula, 2010) with the aim of balancing their various interests (Freeman and Phillips, 2002).
Stakeholders theory​[2]​ (Freeman, Wicks and Parmar, 2004) considers companies’ value creation as a process involving different actors at the same time with different repercussions: financial actors, investors, customers, suppliers, employees, governments, institutions and associations, mass media, political groups, shareholders and the reference community (Parmigiani, 2010). Here it is that the concept of responsibility that broadens its meaning from a pure economic perspective to a non-economic implications for business (Robins, 2005). 
According to the shareholder theory (considered valid until the 80s) the only social responsibility of firms is to increase their profits: “Responsibility is to conduct the business in accordance with their [shareholder’s] desires, which generally will be to make as much money as possible while conforming to the basic rules of the society, both those embodied in law and those embodied in ethical custom” (Friedman, 1970). This concept put a different accent on responsibilities for companies and differs from the ones commonly used today. Friedman’s point of view takes into account the corporation as an instrument of the stockholders who own it. Accordingly, the meanings and implications of CSR (including corporate philanthropy as charitable giving) are dependent on the individual stockholders instead of the corporation itself, because “if the corporation makes a contribution, it prevents the individual stockholder from himself deciding how he should dispose of his funds”.
Indeed, the stakeholder theory replacing the shareholder one suggests that the responsibility of business must be addressed to the wider society – since “CSR looks at how firms treat their stakeholders” (Neal and Cochran, 2008) – and to the natural environment as well. It basically takes into account the effects beyond the firms’ commercial interests (Macleod, 2001; Mohr et al., 2001). Ethics, responsibility and philanthropy are accordingly supposed to be embedded and belong to the whole organization instead of only individual stockholders. But does this theoretical assumption work in reality?
No matter of where it belongs, as a response to the pressures from stakeholders and pushing factors emerging from globalization, CSR imposes itself as a new corporate mindset and strategy to adopt. According to Carrol (1991), a company must accomplish different objectives: being profitable and achieving its commercial, economic and financial purposes, obeying the law, behaving ethically in respect to the community and being a good citizen through corporate philanthropy.
In this sense CSR is a complementary way of doing business which make companies rethink their role within the market and the community by fostering, among other things, sustainable development​[3]​ (Bruntland Commission, 1987; Haanaes et al., 2011). Some theoretical definitions of CSR which are going to be listed confirm this statement. As far as the European framework is concerned, CSR is defined by European Commission as a “concept whereby companies integrate social and environmental concerns in their business operations and in their interactions with stakeholders on a voluntary basis” (European Commission, 2001)​[4]​. 
The ISO26000 new standard gives CSR an international voice by improving meanings and the issues to be addressed by companies in CSR implementation. It is aimed at helping organizations to achieve the benefits of operating in a socially responsible manner more efficiently. In particular, ISO26000​[5]​ highlights seven core subjects to be followed in order to respect the standard: organizational governance, human rights, labour practices, the environment, fair operating practices, consumer issues, community involvement and development​[6]​. To sum up, within the typical enterprises profit–oriented strategies and legal requirements, theoretically CSR seeks to go beyond the companies ordinary operations to become a cross-functioning management tool which aims at achieving long term goals by fostering voluntary corporates’ multi-stakeholders relationships.
In order to respond to these different internal and external interests and make CSR a concrete action and tool, companies are asked to put efforts into:
- responding to the new expectations and needs of the community;
- products, services or processes continuous improvement through innovation and for example Total Quality Management implementation;
- environmental care (recycling, saving energy, using alternative sources of energy, etc…);
- human resources engagement and commitment plus obviously the respect of human rights.

Since all of these actions have to be coordinated and planned, CSR can be defined as a strategy which has to affect and modify the whole organisational structure from the top decision to the bottom application and vice-versa from the bottom input and suggestions to the top implementation, through a virtuous circle of increasing value creation. According to the definition given, CSR can be put in practice through a number of activities – called “CSR activities” and grouped together under the name of “CSR dimensions”.
The “Scheme 1” below summarizes the re-classification of those activities in three main dimensions:
	Accountability: this dimension refers to how companies communicate and give evidence of their behaviour concerning different subjects such as quality, environment, occupational safety and health, human rights and social responsibility through the voluntary adoption of International Standards and Norms. Moreover, it includes the system of reporting on sustainable attitude and ethical principles.
	Corporate Philanthropy:  includes all the activities carried out in order to respond to the community needs by supporting third sector projects of social interest. Of course, it might have different impacts depending on the spread of management and employees involvement and on the type of tools chosen to support good causes. However, if it is used to enhance competitive context, it could bring social and economic goals into alignment and improve a company’s long-term business prospects (Porter and Kramer, 2002).







Scheme 1: Corporate Social Responsibility: Dimensions and Activities
Dimensions	            Accountability	            Philanthropy                 	          Ethics and Sustainability
Activities	Sustainability and Social ReportsCode of EthicsNorms and Standards implementation:UNI EN ISO 9001:2008 on Quality Management System –RequirementsUNI EN ISO 14001 on Environmental Management StandardOHSAS 18001 on Occupational Health and Safety Assessment SeriesSA8000: Social Accountability and Human RightsISO 26000:2010 on Sustainable Development and Social Responsibility	Cash and in kind supportsSponsorshipsCause Related MarketingStaff Involvement: payroll giving and volunteeringCorporate Foundations creationInvestments in specific projects in response to specific needs	Development and implementation of ethical products and servicesFair trade productsEthical funds or investmentsMicro financeEco and Environmental-friendly productsSustainable processes: energy saving, recycling, searching for alternative energy sources and resourcesPolicies and Rules issued for certain types of stakeholdersSupply chain and employees involvement in CSR tools adoption
Source: Personal Processing




1.1.	 Understanding the benefits of philanthropy

As a CSR dimension, philanthropy has received particular interest during the last few years. This paper will focus on the use of philanthropy in particular industries (grocery and financial sectors) and investigate whether it has strategic implications on companies’ competitiveness and whether it is used, effectively, as a corporate marketing lever or is part of a more altruistic corporate culture towards the community. Consequently we may postulate whether it belongs to individual will or corporate strategic decisions by defining the main differences between philanthropic strategies in grocery and financial sectors in the context of UK and Italian companies.
Corporate philanthropy consists of several activities aiming at building relationships with third sector organizations: from the simply cash donations and investments in specific projects of social interest to the sponsorship of development and some cause related marketing activities.
It would appear that, the more the philanthropic activities are connected to the image and the brand of the company, the more the company can mutually benefit from them and apparent philanthropy can be perceived as a form of public relations or advertising and promotion (Porter and Kramer, 2002).
Cause Related Marketing (CRM) represents the clearest example of this. 
The term includes in its definition both the social dimension of pursuing a good cause and the commercial dimension of marketing as a strategy to contribute to the cause at issue and economic benefits at the same time. Accordingly, CRM is defined as a commercial activity in which businesses and charities form a partnership with each other to market an image, service or product for mutual benefit (BITC, 2004).
In CRM strategies further reasons and objectives rather than the mere altruism can be seen clearly as part of corporate long-term plan regarding CSR and philanthropy. The benefits that these activities offer to the company building the partnership are connected to the consumer behaviour (Sen and Bhattacharya, 2001) – which is expected to increase in loyalty – and to an improved perceived image of the company among stakeholders. Findings from recent several empirical researches clearly show that corporate reputation is strongly determined by a firm’s social performance (which include all the activities and actions taken in the field of CSR and philanthropy) besides financial performance, market risk, the extent of long-term institutional ownership and the nature of the business activities (Brammer and Pavelin, 2006). 
In the current climate of uncertainty and economic and financial downturn companies are striving to bring their own business closer to the achievement of social goals. They aim to combine economic and commercial dimensions of value creation with the ethical, social and environmental ones. In this sense, CSR and philanthropy can help to overcome some of the fallout from the financial crisis by creating value for both shareholders and the community (Neal and Cochran, 2008). Despite the dramatic impacts on finances for both companies and third sector organizations, corporates are expected to invest in CSR policies and practices and in community well being through philanthropic activity. Whilst, at the same time, charities need to find additional sources of revenues in order to keep a focus on their mission and make tangible progress towards it (McKinsey & Company, 2001).  
Both for profit and not for profit entities are looking for partnerships of value, which allow them to face new challenges and can contribute to achieve a mutual benefit. In this sense, investments in CSR – and in particular in activities which can make the company increase its visibility on the market – have positive impact on the long-term competitive advantage in differentiating products and services (Porter, 1980; Demetriou, Papasolomou, & Vrontis, 2009; BITC, 2003). CRM becomes a chance of accessing new markets and niches and improving relationships with stakeholders. As a consequence, and like a virtuous circle, the improvement in brand reputation may impact on both customers’ perceptions and loyalty (Haanaes, Balagopal, Arthur, Kong, Velken, Kruschwitz, and Hopkins, 2011) and employment commitment (European Commission, 2007). This is the reason why, even if CRM is considered as a philanthropic activity, it emerges as a new marketing mix lever encouraging consumers to switch between products when price, product and quality are equal (Demetriou, Papasolomou, & Vrontis, 2009).
Accordingly, speaking about corporations, the choice of devoting increasing funds and resources to CRM (Liu and Liston-Heyes, 2010) can be justified by the tangible economic and reputational benefits (Brammer and Millington, 2005) that a company can gain: from the enhancement of brand reputation and raising of its awareness to the increasing in sales volume. The spread of adoption of certain philanthropic activities and strategies is nowadays preferred also by not for profit world. According to a funding arena which is greatly changing – less statutory funding and less money overall is circulating within the voluntary sector (The Guide to UK Corporate Giving, 2011) – fundraisers have the responsibility and the task to look for availability of, and access to, different forms of company giving whether companies are moved by pure altruism or commercial and economic purposes.
The reasons for, the use and the implications of, corporate philanthropy vary hugely from country to country and across sectors (Brammer and Pavelin, 2006). For this reason, an overview of the Italian and UK general attitude to corporate philanthropy will be presented in order to understand better the findings and implications of the empirical analysis based on case studies from grocery and banking sectors in both countries. 


2.	Overview on UK and Italy: analysis of their attitude towards philanthropy

Before giving a closer look to the philanthropic activities carried out in UK and Italian corporate world, by analyzing companies operating in grocery and financial sectors some preliminary remarks on the general level and composition of corporate giving in both countries will be provided. Many factors, such as culture, religion, belief, personal attitudes, preferences, and availability of information really affect both the individual and the corporate behaviour towards not for profit sector and, in particular, the amount and frequency of giving to charities and partnering with them in different ways. This statement is particularly confirmed when companies based in different countries are to be evaluated in their philanthropic attitude such as corporate giving, sponsorships and Cause Related Marketing activities.
Here, the individual features pushing towards charitable giving are strengthened by factors affecting the whole country and community such as socio-economic situation, institutional and historical settings (CGAP, 2011). Since companies are strictly involved in specific different environments and are really affected by countries own culture and peculiar settings, obviously many differences in strategies for philanthropy will emerge.
As far as the general setting of the two countries at issue is concerned, Italy and United Kingdom present quite similar features: first of all the population, which is estimated to be 60.1 million in Italy and 61.9 million in UK (United Nation, 2010) and secondly the gross domestic product of the two countries is quite comparable. The International Monetary Fund estimates UK GPD for the year 2010 to be equal to billion  €1.700 and Italy GDP for 2010 at billion €1.707.
What looks quite different is the cultural environment in which attitudes towards CSR in general and philanthropy have been developed. The case of United Kingdom, for instance, is very representative of a country which has a strong tradition of charitable behaviour and third sector formal development. The reasons can be found in historical evidence, which reveals how important the role of business philanthropy has been during the years in building and maintaining the social and economic wealth of UK society (CGAP, 2011). Within the growth and the weight of third sector in UK as part of “social welfare provision in response to social, economic and political needs” (CGAP, 2011) profit oriented companies have taken a part in this development by seeking to achieve both their primary goal and the ones of the societal benefit through their charity and not for profit support. 
In Italy, on the other hand, culturally the growth and the weight of philanthropy has always been more connected to the pressure and the influence of religion, which has played a significant role even in the political debate and process towards the creation of a welfare-state.  Philanthropic activities have been characterized by far less visibility when compared to UK and US activities during the last decades (Assifero, 2010). Today within the growth of Corporate Social Responsibility and increasing concerns about whether or not businesses can be conducive to society well being, Porter’s strategic donation and philanthropy is gaining in importance both from the quantitative and the qualitative side. This may well be the reason why Italian companies are seeking now, to introduce these practices as part of their core business activities.
The first “Report on Social Responsibility and Competitiveness” carried out by RGA in 2009 shows that in Italy the concept of CSR and corporate philanthropy is more related to ideas of improving brand image rather than the achievement of ethical purposes or social benefit. The Italian companies interviewed still see CSR and philanthropy as means of improving reputation instead of ways through which tangible benefits may be achieved, such as customer retention, increase in shareholders’ value and profitability (RGA, 2009). Consequently, when comparing Italy to 31 other countries (including UK) evaluated for corporately responsible competitiveness, it is unsurprising that Italy is placed 26th in the ranking, while UK is in 13th position.
The general picture of the voluntary sector in both countries is also representative of the above in regards to cultural attitude towards donations. By analyzing the UK giving 2011 research carried out by NCVO and CAF, it is clear that the estimated total amount given by individuals in UK – adjusted for inflation – for the years 2009/2010 is equal to £11.0 billion. The figure is less than half when considering donations in Italy. The financial newspaper “Il Sole 24 Ore” reported the total amount of donations for the year 2009, as equal to €5.5 billion including individual, corporate and foundation donations to third sector.  Beyond these first considerations of the Italian and UK cultural backgrounds, the aim of this introduction is to report some of the contextual data from UK and Italian about corporate giving so to provide an overall picture of the main differences in philanthropic attitude. These will then be analyzed more deeply via the examination of specific financial and grocery business case studies.
All the data taken into account refer to the years 2009/2010 and have been largely derived from two reports on Italian corporate giving and the almanac on UK corporate giving. An international report has also been analyzed to evaluate the weight of the two countries corporate giving in a global context. The material used for extracting the data is listed below:
-	Report “L’Impegno Sociale delle Aziende in Italia” [“Italian Companies Social Effort”] by Osservatorio Socialis, which is an on line survey conducted on 800 Italian companies from different sectors. Here the sample is composed by companies counting more than 100 employees and is conventionally estimated on the results of Intermediate Census of Industry and Services conducted by ISTAT (Italian National Institute of Statistics);
-	because of the lack of some specific information from the previous Italian report, it has been necessary to look for other sources reporting the missed data to be compared to the UK ones. The report “Impresa & Filantropia III edizione” [“Companies and Philnthropy III edition”] by Istituto Italiano Donazione [Italian Donation Institute] has supported the data processing. This report is a smaller empirical research conducted on a sample of around 20 large companies with an average turnover of more than 1 billion Euros;
-	for United Kingdom, the guide on “UK Company Giving”, 8th edition 2011/2012 edited by Denise Lillya has been analyzed. The book includes details of around 600 companies in the UK listed by community giving policy, levels of giving and employees’ or corporate charity. Moreover, it offers a closer look of UK Top 25 companies which contribute for 40% to the total amount given;
-	“Giving in numbers 2010 edition” by CEPC (Committee Encouraging Corporate Philanthropy) has been taken into consideration for an international look at corporate giving. It offers an in depth analysis of 2009 corporate philanthropy data from 171 leading companies, including 61 of the Fortune 100.
The data collected and processed from reports and book have been useful to draw up a summarized initial comparison between Italian and UK general attitude towards corporate giving, based mainly on:
	Total cash and in-kind donation for the year 2009/2010;
	Industrial sectors involved in giving;
	Corporate giving methods used;
	Major supported areas
The Italian report on 800 companies and all the 600 companies from the book on UK corporate giving have been used to help evaluate the average spent in corporate giving per company.
In order to further analyze the sectors most involved in giving, the methods used for corporate philanthropy and the major supported areas, the report on Italian 20 large companies and the UK top 25 companies from the book have been used. All the information contained in the book about the UK top 25 companies has been reviewed to obtain comparable data to the one from Italy.  

1)	International total cash and non-cash corporate donation 2009/2010
$9.93 billion: $6.13 non cash, $3.80 cash
UK cash and in-kind donation 2009/2010 (total of 600 companies): £512 million (cash) + £250 million (in kind support). Estimated average amount spent per company: £891,000
Italian cash and in-kind donation 2009/2010 (total of 800 companies): €152 million. Estimated average amount spent per company: €190,000





As can be seen from the graph above, in both countries the main sectors involved in charitable giving are - grocery, food and retailers (15% in UK and 27% in Italy) and banking, financial services and insurance (48% in UK and 27% in Italy). 
Apart from companies operating in information and communication technology sector in Italy (which weights 11% on the total amount of giving), the spread of corporate giving is quite fragmented amongst the other sectors; each of them contributes for 5% or less out of the total amount spent.










On one hand, some similarities emerge in the use of methods or techniques by the two countries when looking at sponsorships (48% in UK and 42% in Italy) and investments in specific charities projects (60% of the total in UK and 79% in Italy). On the other hand, the use of cause related marketing appears far more popular in Italy, with a percentage of 53% against 16% in United Kingdom.









As far as the major supported areas are concerned, the data appear to show a quite similar picture for both countries of supporting mainly causes related to community and social needs (including poverty alleviation, support to young people and families, social inclusion of any kind) with a percentage of 32% in England and 27% in Italy. In Italy, this percentage is followed by health and scientific research supported area (30%) and culture, education, arts and sports with 12%. For the United Kingdom, the areas of culture, education, arts and sports attract more funds (22% out of the total) than health and scientific research (17%).


3.	Business case histories from Italian and UK grocery and financial sectors 

The choice of the business sectors of financial and grocery are seen as vital and quite representative of companies that have global aspirations and are indicative of the larger picture of countries. Each corporate has been analyzed regarding their philanthropic attitude and strategies and peculiarities and concrete activities they carry out in this field. 


                                                 

Intesa Sanpaolo Corporate Banking is the leader in Italy in all the business areas and is among the top banking groups in the Eurozone. The Group is recognized as one of the Italian benchmark Corporate Banking into the field of Corporate Social Responsibility implementation and application.
How corporate philanthropy is implemented and developed? The governance of CSR in general, which includes all the philanthropic activities within the Group, has been set up in a peculiar way. A dedicated unit has been created in order to give CSR and philanthropy its own visibility and strong voice both internally – towards employees and management – and externally – talking to a broader public including customers and community. 
Under the name of “Corporate Social Responsibility Unit”, it reports directly to the Managing Director and Chief Executive Officer. It is completely separated and independent from Communication and Marketing Departments. This can be evidence that CSR and philanthropy are not meant to be a communication tool or a way of strengthening the brand perception among clients but a real and concrete strategy to be implemented.
What are the main techniques for corporate philanthropy the Group implements? Cash Donations, Sponsorships, Partnerships, creation of an ad-hoc institution: Banca Prossima.
Main projects: 
	Cash Donations: according to the Code of Ethics, the Bank declares to support nonprofit and socially involved companies with the aim to benefit the community both locally (by supporting Third sector and favouring supplementary welfare programmes) and globally (by supporting initiatives of solidarity). Intesa Sanpaolo provides donations both at a central level (through the Fund for charitable, social and cultural contribution) and through direct intervention by Group’s Banks. On a total amount of 22 million euro spent in 2010, most of the cash donations both locally and abroad have been addressed to cultural heritage, national and international initiatives of solidarity, health support and research, training, university research and study grants, support for families and local initiatives. The most significant initiatives supported by the Group have been taking place in developing countries since 2005 such as the Project Malawi against HIV/AIDS and CARISBO’S cooperation projects in Africa, Latin America, the Balkans and the Middle East for international solidarity. The project “Perform a miracle and save a child’s life” aims at helping children in the Congo Democratic Republic overcome malnutrition problems. 
	Sponsorships: the role of sponsorships concretely represents the extent to which the Bank is involved in the life of the country and the will to give its contribution towards community’s social, civic and economic development. The major areas of intervention have been education, sport, culture and research. The Group has given its contribution as sponsor to many Theatres and Arts, Film and cultural Festivals around Italy as well as for schools and educational programmes through scholarships. Moreover, Intesa Sanapaolo joined as sponsor the Innovation Festival, which aims to enhance the role of technological change to improve the quality of life.
	Partnerships: the Group participates in and supports associations and work groups involved in disseminating a culture of social responsibility and transparency. In particular, the main partnerships have been set up with: ABI (Italian Banking Association) work group on CSR in Credit Institution and on micro credit, GBC (the Global Business Coalition on HIV/AIDS, tuberculosis and malaria), Forum on Sustainable Finance (a multi-stakeholder association which aims at spreading the culture of sustainable development, Sodalitas (Italian association for the development of the Third sector), CSR Europe (a nonprofit organization that supports members in implementing their CSR programmes) and Save the Children, which is partner with the Group for the Project Malawi.    
	Banca Prossima: in order to achieve its mission to represent the best response to not for profit organizations’ needs, the Bank uses its own resources for participating to private or public programmes which aim at supporting good causes and cooperation and development activities. The main Bank’s goal of giving nonprofits projects a chance to be put in practice is pursued through an innovative rating system for evaluating the projects by taking into account the nonprofits’ peculiarities.
The information have been collected through the analysis of the Group’s website dedicated to the area of sustainability, of the reports published and the website of Banca Prossima - part of the Intesa Sanpaolo Group and dedicated to the Nonprofit context with the aim of responding more specifically to the Third Sector needs – focused on philanthropy techniques they use.
 
                                                                   
Barclays is one of the major global financial services provider operating in personal banking, credit cards, corporate and investment banking, wealth and investment management. The Group counts over 300 years of history, 140,000 people employed and operates worldwide in over 50 countries. 
Corporate Social Responsibility, ethics and philanthropy are pillars of the Group’s core strategy: under the name of “Citizenship” Barclays includes all the activities contributing to growth in the real economy, creating jobs and supporting sustainable growth and all those supporting the communities through investment programmes (collaboration with charities and governments) and direct efforts of their employees. This is the reason why in 2011 the Company received by the UK charity Business in the Community the “CommunityMark” for its innovation and leadership in global community investment programmes.  
How corporate philanthropy is implemented and developed? Philanthropy is an essential part of the Group’s business plan: long-term objectives and expected performances regarding the investment in the community are planned and reviewed regularly as well as the core business objectives. In 2011, the Group strengthened its governance framework, by creating a Board Citizenship Committee as a formal sub-committee of the Board of Directors. The committee is chaired by Group Chairman and includes two non-executive Directors. Moreover, since the beginning of 2012a new governance structure has been established: the new Global Community Investment Committee, chaired by the Vice Chairman has the tasks to monitor the consistently execution of community investments and ensure that the Citizenship program impacts positively on Corporate reputation.
What are the main techniques for corporate philanthropy the Group implements? Cash donations, gifts in kind (63,5 £ million is the amount spent in 2011), employee volunteering, payroll giving, partnerships.
Main projects: 
	Banking on Change Partnership with CARE International UK and Plan UK: the project launched in 2009 promotes access to basic financial services for people in Africa, Asia and South America. The partnership helps beneficiaries develop their financial skills within their communities by forming savings-led community finance groups.
	Barclays Money Skills Programme: in partnership with leading charities such as Action for Children, the National Skills Academy for Financial Services and the National Youth Agency: the project is designed to help vulnerable people in the UK to build their financial skills, knowledge and confidence
	Building Young Futures: Barclays has partnered with UNICEF since 2008 to start helping young people from some of the world’s poorest communities in Africa, Asia and South America access better education and employment opportunities, and gain the qualifications and skills needed to set up and run a small business. 
	You Can B: in partnership with Junior Achievement Worldwide since 2009, the Group has supported young people across 10 countries in Africa to develop their enterprise and employability skills, through activities such as job shadowing, mentoring and workshops.
	Programme Barclays Spaces for Sports:  it includes an investment of £37m for using the power of sport to revitalise disadvantaged communities and tackle key social issues through sharing values of teamwork, leadership and communication.
	Partnership with sport-for-development NGOs in India, Zimbabwe, China and South Africa: the project started in 2011 seeks at helping disadvantaged people improve their employability and life skills.
	Partnership with Room to Read: since 2008 the programme has committed £1m to fund the establishment of 210 school libraries in Nepal, Sri Lanka and India and help children gain access to culturally relevant books by printing 27 new books in local languages. A programme dedicated to the girls’ support has been established under the name of Girls’ Education Programme.
	Cycle into Work: the initiative in partnership with the social enterprise Bikeworks aims at helping disadvantaged young Londoners learn key skills and find jobs by working with shelters and hostels for young homeless people, offering them bicycle building and maintenance courses.
	Employees volunteering: 
	Helping students to make positive career choices: through the partnership with Citizens Foundation - a non-profit organisation providing quality education to children living in rural and urban areas of Pakistan – Barclays employees from different teams have engaged Pakistan students who showed an interest in pursuing a career in banking or finance in day-long learning sessions and activities.
	Benefit of local community: Make a Difference Day is an annual volunteering campaign that encourages people to give their time and skills for the benefit of their local communities. In 2011, 20,620 Barclays employees from 32 countries took part. A specific volunteer programme has involved 50 employees from Retail and Business Banking in Europe in delivering employability workshops at the University of East London.




                                                     

Coop is the Italian’s largest retailer operating in 17 Regions of the country through 115 Cooperatives of consumers and 1,144 stores.
The system of cooperative – which characterizes the legal form of the Group – has a significant impact on its attitude towards CSR and Philanthropy. Compulsorily, each cooperative which is part of the Group is supposed to set aside 3% of the Net Profit to fund projects of cooperation promotion and development.
The social activity represents the core business for Coop which is involved in the design and financial support of the initiatives addressed to environment and community.
Coop’s mission reflects and is driven by objectives of social interest including the enhancement of the national and international cooperation and the intervention on developing countries and disadvantage people’s behalf.
How corporate philanthropy is implemented and developed? Philanthropy is one the primary goal of the Group. It is planned and formally regulated by the Board’s rules explained into the Annual Report of the Group and it concretely achieved through:
-	cash donations and established compulsory amount given by cooperatives’ members;
-	direct cash contribution established by the Board of Directors;
-	 fundraising activities taking place into the stores;
-	Members and employees’ compulsory involvement in volunteering during fundraising activities.
What are the main techniques for corporate philanthropy the Group implements? Cash donations, in-kind donations, partnerships, sponsorship, Cause Related Marketing, employees and members’ volunteering.
Main projects:
	In-kind donations: through different partnerships with local charities and voluntary associations and social cooperatives, Coop started the programme “Buon Fine” which aims at delivering unsold food and drinks to needy and poor people.
	Partnership over distribution: in collaboration with the International Trade Centre (United Nation), Coop supports the distribution in Italy of the ethical brand “Fashion Freedom” whose revenues are to cover the costs of projects aiming at supporting the development and at reducing the poverty in African countries.
	Partnership with Oxfam Italia ONG: Coop supports the creation of buildings and day care for African orphan children.
	Stop World Poverty – Cooperation and Solidarity: this is a group of 11 international cooperation projects focused on the spread of good practices in food value chain. The programme is run in partnerships with different local NGOs with the aim of fostering the development of poor countries; in particular they are taking place in Brazil, Ecuador, Senegal, Nicaragua, Burkina Faso, Uganda, Palestine, Sri Lanka and Nepal. 
	Cash donations: in order to support the self-development and the child sponsorship by partnering with different charities whose primary goal is the achievement of such objectives (Caritas, Arci, CVM, MSF).
	Cause Related Marketing: since 2011 in partnership with WWF and Lipu (Italian Association protecting birds) Coop has run and initiative aiming at taking care of the environment and biodiversity by selling certain types of products using 100% recycled paper. The CRM partnership is planned to last 5 years with the long-term objective of planting about 10,000 trees. 
	Creation of Intercoop Far East Ptd Charity fund: the fund is addressed to financially support social projects in rural and poor areas of Far East: Gopolgonj Development Project (Bangladesh) for school creation, Coop School in Bangladesh (creation of the school and support to students), Police Public School in Pakistan (creation of the school and support to students).

The information have been collected from the Group’s website, the National Annual Social Report for the year 2010 and the Annual Report 2011. 


                                                  

Tesco is one of the world’s largest retailers operating in 14 markets across Europe, Asia and North America with a total amount of 5,380 stores worldwide. The Group is actively involved in carrying out Corporate Social Responsibility programmes and policies with the aim of creating more value for their customers and stakeholders.
The Group’s initiatives addressed to support the communities’ well-being and growth are at the core of their overall business strategy: since 2007 Tesco’s strategy has formally included the part on how to put responsibility to the community they serve at the heart of what they do. The great involvement of the Group in these kinds of activities has led them to be included in key responsible investment indices, like FTSE4Good Index since 2001 and the Dow Jones Sustainability Index since 2008. Moreover, Tesco has held Platinum status in the Business in the Community Corporate Responsibility Index since 2007.
How corporate philanthropy is implemented and developed? The communities’ support is an essential part of both the global business strategy of the Group and its CSR plan. Each market in which Tesco operates has its own Community Plan concerning initiatives to be undertaken in regards to the environment, communities, responsible sourcing, healthy living ad jobs and careers. Since the 1st of June 1987, the Group has set up “Tesco Charity Trust” which seeks to support both national and local community charities, and to add a 20% top up to staff fundraising. The Trust is run by a Board of Trustees recommended by the main Board of Tesco PLC.
What are the main techniques for corporate philanthropy the Group implements? Cash and in-kind donations (£64 million donated to local charities and good causes), partnerships, sponsorships, employees volunteering (Community Champions), Cause Related Marketing.
Main projects:
	Cash donation supporting charities through Tesco Charity Trust: 
	Multiple Sclerosis Society - Funding towards books for children whose parents have Multiple Sclerosis
	The Reader Organisation – Funding to develop reading communities
	Scottish Opera – Funding towards a sensory project for children with disabilities
	British ORT – Funding projects in Israel and the Ukraine to support vulnerable people and children
	In kind-donations: through a partnership started in 2009 with Mary’s Meals, an international charity providing meals for schoolchildren, Tesco Charity Trust provides meals for over 4,000 schoolchildren in India, Kenya, Malawi and Thailand every year.
	Partnership with British Red Cross: it allows the Group to fund emergencies happening all over the world: for instance it made donations to help the victims of floods in Central Europe and the Qinghai earthquake in China, as well as floods in Indonesia, Malaysia, Thailand and Vietnam. The Group was one of the first businesses to respond to the devastating earthquake and tsunami in Japan in March 2011.
	Sponsorship Race for Life: for 10 years the Group has been sponsoring Cancer Research UK’s Race for Life. In order to add value to the programme, Tesco has increased the related initiatives by launching a major new recruitment campaign, including TV advertising, branding its lorries, producing a special supplement in the Tesco Magazine, allowing participants to pay their registration fee through Clubcard vouchers, and greater engagement with schools.
	Charity of the Year campaigns: the initiative aims at identifying and selecting in five different markets a Charity of the Year that represents a cause that the Group staff and customers care about, and can make a difference for the community and the company. The initiatives supported in 2010 are:
	Ireland – The Irish Cancer Society. The project ‘Care to Drive’ has been fund to support the charity’s national volunteer driving service for cancer patients.
	Japan – the Make-A-Wish Foundation. The funds have been raised to grant the wishes of children with life-threatening medical conditions.
	Malaysia – Rumah Nur Salaam. The money raised by Tesco staff and customers funds the running costs of a 24-hour shelter and activity centre that provides a safe environment for homeless children in the Chow Kit area of Kuala Lumpur.
	Poland – The Happy Kids Foundation. The charity has been able to open a new foster home for seven children in Wieruszow, and the fund also has supported the running of five other foster homes.
	UK – Clic Sargent. The funds were used to fund CLIC nurses, who help children with cancer spend more time at home and less time in hospital.
	Cause Related Marketing: the initiative of Cause Related Marketing have been undertaken through the partnership with Procter and Gamble both in the UK and in the Czech Republic. In the UK, to support the charity CLIC Sargent, which helps children with cancer and in the Czech Republic for NROS, a charitable foundation, Tesco Foundation raised £122,000 for Help the Children.
	Employees volunteering: the Community Champions initiatives (more than 650 all over the world) involves Tesco employees who spend a proportion of their week coordinating activities in their local communities.
The information have been gathered from Tesco PLC’s website at the section Corporate Responsibility, from the Annual Report and Financial Statement 2011 and the Corporate Responsibility Report 2011.
 

4.	Evidence from not for profit organizations from Italy and UK: interviews to the CEOs

In addition to the business case studies – which have considered and analyzed, the issue of philanthropy from a corporate perspective – two not for profit organizations from Italy and United Kingdom have been investigated through interviews in order to examine more closely the reasons for and the consequences of, the relationship between profits and not for profits from another point of view.
The interviews have been conducted through face to face conversations based on open questions with the CEOs of the two organizations with the aim of gathering qualitative information and personal comments in regard to the cooperation between corporations and charities, adopted strategies for corporate fundraising, current situation and future expectations concerning the impact and the challenges of corporate philanthropy on not for profit world. A copy of the complete questionnaire discussed with the CEOs is attached in Annex A.
As far as Italy is concerned, the organization considered for the analysis is a medium-large organization operating in the field of humanitarian aid, cooperation for development and child’s rights.
For United Kingdom, a medium-large organization operating in the sector of work has been chosen. In particular, it is involved in the work-life balance achievement by helping working parents and careers and their employers find a better balance between responsibilities at home and work.
For more clarity and to have a better understanding of the comparison between the two countries, the comments and responses given will be grouped together under the following areas:
A. Factors pushing corporate world to cooperate with not for profit organizations
B. Factors pushing not for profits to cooperate with profits and criteria used to choose the best           partnership
C. Strengths and weaknesses of adopted strategies of corporate fundraising
D. Creation of a relationship based on loyalty with companies
E. General opinion on the future challenges for corporate fundraising


A.	Factors pushing the corporate world to cooperate with not for profit organizations
The Italian context suggests that brand enhancement is the first reason driving for profit companies to partner with and join with the not for profit world. It is seen as a driver to create value in term of reputation for the company both on the market and internally, as a response to employees, suppliers and other stakeholder’s expectations. If the charity’s brand is reliable and visible, the choice for companies is more valuable and unique in order to differentiate their own brand and make it gain in credibility and reputation. The response given and centered mainly on the brand image can be explained by the fact that in Italy Corporate Social Responsibility still exists most of all as an instrumental mean to the companies’ communication activity. More often, for profits institutional communication takes into account issues concerning the environment, but only few of these companies really face these topics while doing their business. The same happens with solidarity and philanthropy, which are still not seen as concrete responses to community’s needs but at the most as concrete responses to firms’ needs. 
The context in United Kingdom appears to be quite similar to that in Italy. There has been a shift as far as the organizations examined is concerned. In the last year there has been more activity with the marketing departments and the sales departments of companies selling to members, trying to put their own services and brand in front of their customers and so the charity becomes simply another “route to market” for them. In general, companies are not providing “charitable” support, instead they are seeking some clear commercial benefits connected to an increased brand value derived from a more ethical image. They are not moved by pure altruism as some organizations There the driver seems to be the person within the organization that has an altruistic interest in the charity and who is able to move the whole company towards the charitable cause whilst at the same time achieving some commercial objectives.

B.	Factors pushing not for profits to cooperate with profits and criteria used to choose the best partnership
The first reason cited by both the Italian and UK charities is money. The organisations’ aims are to make their projects sustainable and long lasting and cooperation with companies can help to provide more money when compared to the average amount donated, say, by individuals. According to the Italian CEO, companies’ cooperation can be a way of helping to make the charity grow professionally in terms of skills and capacity of doing business by sharing the best practices typical of the private sector. Moreover, the corporates’ involvement may lead the charity to be able to increase individual donations. This might be through the companies enhanced communication ability - they can more easily reach wider audiences among stakeholders. This aspect is clearly connected to the credibility expressed by the UK CEO who identifies one of the most relevant reasons for partnering: strengthening and formalizing relationships with key players in the market which in turn can help the charity to gain credibility with government and around the parliamentary debate they may be involved in. 
As far as the criteria used to choose the best partnership are concerned the responses quite differ between the two countries. Italy responders report as main the criteria, the economic commitment the partnership can create in the long term and the innovation, as the companies’ capacity to take up the innovation challenges and be able to transfer its knowledge to that to the partner charity. Moreover, there are cases when the organization asks companies for networking opportunities as well as the involvement of their stakeholders, such as clients and suppliers in order to carry out more ambitious and larger project. 
The networking opportunities connect to the increased credibility derived from the brand-association that has already been indicated as a first choice criteria by the UK organization. They have to deal with companies operating in the City of London.  Here very strong networks and brand identity are the requirements to survive. Moreover, all the partnerships have to seek convergent objectives and are chosen for their value to the commercial partner first and foremost. This means that the charity is not supposed to spend more money and time than it was expected for meeting company’s requirements; the partnership has to be built “spontaneously” and the reasons and benefits for both of the parts involved seen as a “beneficial by-product”.

C.	Strengths and weaknesses of adopted strategies of corporate fundraising
The Italian organization makes great use of all the main corporate fundraising techniques: from the simply cash donation through sponsorship and CRM, trying to position itself in an identifiable and unique way in the market by involvement in the relation with the not for profits both with the board and the management. According to the CEO of the charity, as long as nonprofit organizations are able to create network and seemingly increase companies’ loyalty; corporate fundraising can be considered key to their development. If the organization learns from the relations it builds – and this is true also for companies – the average amount of donation is expected to increase.
In general Italian companies’ donations have increased in the last few years – although most are one off– and so are also the most risky. For a small or medium organization, for instance, losing one or two main sponsors implies losing the capacity to stay in the market and implement important projects.
On one hand, corporate fundraising needs to be pushed in a more innovative and steady way within nonprofits. One the other hand, not for profit organizations need to diversify incomee from the companies they chose as partners, so to reduce the risk of being very dependent on one source only, either corporate or public institution. They must learn how to survive in the market autonomously, either by grouping together with more significant individual donors or by positioning themselves with a clearer identity and image towards improved public opinion and more small donations.





D.	Creation of a relationship based on loyalty with companies

The responses given by both organizations reflect a similar opinion from people involved in corporate philanthropy and the nature of the relationship built. Philanthropy is seen by both the CEOs, on the basis of their experiences, as something belonging mainly to individuals. This aspect has, of course, its pros and cons. The loyalty from individuals has more value, they have examples of people who moved from companies to companies and who took the charities as partners with them. But, on the other hand, the relationship with the company can be much less stable. 
In the end, both CEOs agree on the fact that the relation has to be built on transparency and commitment. A long-term partnership requires clear commitment from companies and leadership, and even if it is difficult to achieve it works only if the partnership has been previously planned strategically and agreed by both parties. Otherwise the project is likely to be a one-off donation where the aim is merely linked to improved communication and marketing. 

E.	General opinion on the future challenges for corporate fundraising
The context in the two countries is similar as far as budget cuts is concerned. This is the reason why both of the CEOs from Italy and UK are seeking to build more effective partnerships of more value for both the charity and the company. The requirement to be effective and more efficient in carrying out projects is connected to the capacity to offer a real response to the market needs in terms of brand alignment with sponsors – as far as UK organization is concerned – and partners in general – regarding Italy.  
One of the biggest challenges for corporate fundraising in Italy is to start implementing more effectively the use of social media and networks, as means to obtain more visibility and improve service management, customer care and loyalty through innovation. Both of the organizations interviewed feel the need to focus on market niches instead of facing the competition head on, in order to involve only partners that are really aligned with their general mission rather than one-off projects or sponsorships. 




5.	Conclusions and future implications  

This paper shows that there are many similarities between the commercial and not for profit markets in the UK and Italy. Furthermore the economic, demographic and geographic factors are very comparable. These are, of course, in terms of corporate support for charities, whether philanthropic, in pursuit of CSR or purely self-interested and therefore beyond the visible Spectrum of Philanthropy (Maple 2010). Corporate support for charities in the UK tends to be more strategic, with longer gestation and project life cycles than those, comparable, in Italy.

This is, surprisingly, an under-researched area and therefore one worthy of closer examination.
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Complete version of the questionnaire to the not for profit organizations’ CEOs

1-In your opinion, what are the main factors pushing  for profit companies to cooperate with  nonprofit organizations? And in particular with your organization?
2-On the other side, what are the main reasons pushing  not for profit organizations to cooperate with the profit world? What about your organization?
3-To what extent do you think companies are moved by pure altruism, reciprocity or self-interest? Can you please give some examples?  
4-How much do you think Corporate Social Responsibility is developed in your country as tool to make profits and nonprofits closer?
5-Can you please give your comments about the main strengths and weaknesses of corporate fundraising on the basis of your experience? Why may it be preferred or not to other fundraising tools? 
6-What are the main strategies you have adopted for corporate fundraising during the years? (what are the main tools used? CRM, sponsorship, cash, in kind, etc..).  How do you think it will be developed in the future? What are, in your opinion, the main changes and challenges affecting it?
7-How do you counter the competition with other NGOs in the field of corporate fundraising? In other words, what are your main critical or key success factors to overcome the competition?
8-What are the criteria used to choose the best partnership or cooperation with profit companies?
9-How easy is to create a relation with companies based on loyalty and commitment? What if compared to individual donations?






^1	  The legislations companies need to align with are mainly related to the environmental impact of their operations, products and processes; the quality which has to embrace the whole corporate management system, from the choice of suppliers and resources to the products or services final shape and features; and the respect of human rights as basis within a human resources management system implementation which concerns the respect of ethical practices in hiring and treatment of employees. Each country has its own different legislations concerning the topics, some of them are voluntary and some other compulsory. Voluntary International legislations or standards try to conform all the different applications of the national ones.
^2	  According to R. Edward Freeman, Andrew C. Wicks and Bidhan Parmar In “Stakeholder Theory and The Corporate Objective Revisited” in Organization Science Vol. 15, No.3 May-June 2004 pp.364-369, the focus of stakeholder theory is articulated in two main concepts which concern the purpose of the firm – seen as shared sense of the value it creates – and the responsibility of the management towards who have interests in the company’s activity – defined as relationships a corporate want and need to create with its stakeholders to deliver on their purpose. Responsibility in business has to face these different interests to work both economically and socially, in other words to be effectively sustainable. “Economic value is created by people who voluntary come together and cooperate to improve everyone’s circumstances”. This is a vision inspiring CSR as a way to achieve at the same time economic & financial, commercial and ethical & social value.
^3	  It is interesting to underline the fact that “despite the effects of the financial crisis, a slow economy in much of the world and continuing inaction by political bodies, the level of business investments in sustainability activities has been steadily rising” and are expected to grow further in coming years. This is to testify how sustainability is really perceived as attitude that could lead to superior performance in business aligning to the stakeholders’ needs and expectations. Business and community wellbeing can no longer be seen as separate entities. For further information on how sustainability is working in corporates, see the report “First Look: The Second Annual Sustainability & Innovation Survey”, MIT Sloan Management Review, Winter 2011, Vol.52, No.2 by Knut Haanaes, Balu Balagopal, David Arthur, Ming Teck Kong, Ingrid Velken, Nina Kruschwitz, and Michael S. Hopkins.
^4	  In October 2011 the European Commission published a new policy on Corporate Social Responsibility defining it as “The responsibility of enterprises for their impacts on society”. It aims at maximizing the social impact enterprises have on their community by respecting applicable legislations and collective agreements and aims also at minimizing the typical voluntary implication mentioned in the previous CSR definition. Communication from the Commission to the European Parliament, the Council, the European Economic and Social Committee and The Committee of the Regions, Bruxelles, 25th of October 2011, 681 final COM, European Commission.
^5	  ISO (International Organization for Standardization) is the world’s largest developer and publisher of International Standards. ISO is a network of the national standards institutes of 163 countries, one member per country, with a Central Secretariat in Geneva, Switzerland, that coordinates the system. ISO is a non-governmental organization which enables a consensus to be reached on solutions that meet both the requirements of business and the broader needs of society. www.iso.org at the section “About ISO”.
^6	  See www.iso.org at the section “ISO26000”.
